. However, there have been very few studies focusing on single consumers' fashion purchases.
With the growth of the Internet and the increasing availability of smartphones, finding information has become both faster and easier. This ever-growing flood of information means that consumers spend much more time researching their potential purchases ). In the case of fashion purchases, which carry with them high social and psychological risk (Kim 2002) , this increasing information availability means that consumers may have difficulty making choices. Indeed, this difficulty with decisionmaking is becoming a widespread phenomenon: researchers call modern consumers "Generation Maybe" and, in Korea, this phenomenon is referred to as "decision-making disorder" Oliver 2014) . This issue is related to the "bandwagon effect, " which leads individuals to select an item based on others' decisions regardless of their own preferences Zaki et al. 2011) and is especially common among consumers in their 20 s to 30 s .
Decision-making is the act of choosing between two or more alternatives (Bae 2008) . Each individual is the main actor of his or her own life and a cause of his or her own decisions; everyone is free to make choices without external influences or interference (Wehmeyer 1992) . Self-determination can be understood as taking responsibility for oneself with minimal outside influence (Bambara et al. 1998 ). Self-determination theory addresses the importance of self-determination and its relationship with innate psychological needs and psychological well-being (Ryan and Deci 2017) . Generally, self-determination is more likely to lead to a successful outcome and psychological well-being (Deci and Ryan 2000; Ryan and Deci 2017; Welters et al. 2014 ), but questions remain regarding how this pertains to single adults. How does living alone affect difficulty with decision-making? How do single adults show self-determination in their purchases, and what factors affect their decision-making?
Korea is traditionally a collectivist society, and Koreans place great value on others' evaluation and attention (Cho and Myung 2001) . In particular, they are very conscientious about how they are seen by others in terms of fashion and appearance (Chun 2004) . The rise of single consumers as an important target group is related to the fact that individualism has been increasing in Korean society and that individualism is intertwined with the digital revolution (Chung 2003; Park 2011) . Because of the growth of digital technology, single consumers' independence and autonomy have increased since they no longer require face-to-face meetings (Chung 2003) . Since individualism and collectivism coexist in modern Korea, it is important to understand the effect these two conflicting societal characteristics have on how single Korean adults make decisions regarding fashion purchases.
Despite the existence of research on the shifting consumer behavior of newer generations, very few studies have focused on Korean single consumers, especially within the fashion industry. Since Koreans value their relationships with other people and rely on others' opinions when making choices (Jung 2012; Lee 2008) , some tension may exist between single Korean adults' independence and dependence. This study includes selfconsciousness as an important variable affecting fashion decision-making. Self-consciousness is the extent to which an individual's attention is concentrated on him-or herself (Duval et al. 1972) . It is an important variable in determining an individual's actions (Jung 2001; Lee 2008) and has been studied in relation to individualism versus collectivism (Cho and Myung 2001; Chun 2004) . This study also focuses on information search tendencies. With the soaring amount of surplus information available in "Generation Maybe's" society (Oliver 2014) , it has become important to understand how single Korean adults search for information on fashion purchases. Finally, this study evaluates the self-determination of single Korean adults and their satisfaction with their decisionmaking. Self-determination theory says that an individual's well-being and satisfaction come from self-determination (Ryan and Deci 2017 ). An individual's self-consciousness is an important factor in decision-making (Ryan and Deci 2017) , and individuals need to search for information and accumulate knowledge to evaluate their strengths and weaknesses in terms of self-determination (Rhyou 2002; Wehmeyer et al. 1996) . The following section outlines this study's literature review. A theoretical framework and a detailed literature review on the major relevant variables follow.
Literature review

Theoretical framework
This study seeks to determine how fashion purchasing decisions are made in Korean single-person households and the factors affecting this decision-making process, specifically self-consciousness, information search tendencies, decision-making, and postpurchase satisfaction. To do so, we rely on Schiffman and Wisenblit's (2018) consumer decision-making model, which divides the process into three stages: input, process, and output. The input components consist of the external influences, such as marketing methods, sociocultural influences, and communication. The process stage includes need recognition, information search, and evaluation of purchase alternatives. Schiffman and Wisenblit (2018) note that psychological concepts such as motivation, perception, personality, and attitudes influence this middle stage. Finally, the output consists of purchase decisions, behaviors, consumption, and post-purchase evaluations.
While applying Schiffman and Wisenblit's (2018) model in this study, we examine selfconsciousness as a psychological factor influencing the process stage. Self-consciousness is the extent to which an individual's attention is focused on him-or herself and affects his or her behavior (Lyubomirsky and Nolen-Hoeksema 1995) . The process stage includes information search, which begins when consumers need information to purchase or consume a product (Schiffman and Wisenblit 2018) and involves the mental and physical activities necessary to gain information in order to make purchase decisions . The output of our model includes self-determination and postpurchase satisfaction. Self-determination is the individual's own decision-making during a purchase, while post-purchase satisfaction is the final output and is related to decision satisfaction.
In addition to self-determination theory, this study explores the relationships among decision-making variables. Self-determination theory is a macro-level theory dealing with innate psychological needs and psychological well-being. The theory states that an individual must fulfill three basic psychological needs: competence, relatedness, and autonomy (Ryan and Deci 2017) . These basic needs are essential for initiating a behavior that leads to psychological growth and well-being. Autonomy is especially crucial in selfdetermination. Autonomy is the self-governing need to self-regulate one's experiences and actions, and it is related to a sense of voluntariness (Ryan and Deci 2017) . According to self-determination theory, acting with autonomy leads to self-determination, and this self-endorsed behavior contributes to satisfaction with one's decision-making. If single adults engage in autonomous action, or, in the context of this study, self-directed and self-regulated information search, they are considered self-determined in decision-making, which leads to decision satisfaction.
As a result of this model, we propose that (a) self-consciousness affects information search, (b) information search affects decision-making (self-determination), and (c) selfdetermination influences post-purchase satisfaction.
Single Korean consumers
Korean society has traditionally held a strong negative image of unmarried people; therefore, in the past, research has not highlighted this group (Yu 2008) . However, recently, people living alone have become societal objects of envy (Choi 2011) because of the fact that the country's rapid urbanization and industrialization have caused various social and economic effects, including the fact that, as a result of metropolitan residential overcrowding, the traditional family has become less popular than single-person households (Kwon 2015; K. M. R. I. 2011) . The increase in the proportion of single adults is also due to increased educational standards for women, growing economic independence, increased unemployment, increased wedding costs, marriage avoidance, and late marriage caused by childcare problems (Lee 2004 (Lee , 2005 Yang 2007 ). In addition, individualism has become increasingly prevalent because of an increase in the divorce rate, decreased gender discrimination, the development of the Internet, and the popularity of cultural activities marketed to single adults. Finally, the desire to live alone has played a role in increasing the number of single adults (Kang 2013; Kim 2016; Lee 2005 Lee , 2013 . Thanks to the digital revolution, individualism has become more valued, and single adults are now able to enjoy being alone while communicating with others virtually and freely expressing themselves online (Kim 2007; Lee 2005; Park 2011 ).
Since the 2000s, studies on both elderly single-person households and unmarried single-person households have become more popular (Sung and Lee 2001; Yuh 2003; Lee and Kim 2004; Lee et al. 2011) , as have those addressing single people's purchasing behavior in terms of food, furniture, and interior design (Han 2012; Won and Jung 2014; Kwon 2015; Kang 2013; Kim et al. 2015b; Lim 2014) . However, in the fashion field, there remain very few studies on decision-making in single-person households.
Studies on single consumers have shown that, compared to other consumer segments, they tend to be more independent, care less about others' evaluations, and enjoy their lives without the interference of others (Lee 2013) . Some studies, however, show that these adults are sensitive to others' opinions and are interested in fashion and trends (You 2013; Lee and Kang 2009 ). Suh and Shin (2012) demonstrate that single female consumers use diverse methods to search for information, and their lifestyles affect their sportswear purchasing behavior. For example, what they call the "self-achievement" lifestyle group received information from salespeople, while the "active fashion" group obtained information from the Internet and magazines.
Although self-consciousness is an important factor in decision-making, there have been very few studies on self-consciousness and the decision-making of single consumers. Future research is needed to investigate how single consumers search for fashion information and how this information search influences their decision-making. Studies have shown that the evolution of technology has made it easier to live alone, yet it is unclear whether these adults autonomously search for information online or visit physical stores to get information face-to-face. As individualism continues to expand, it is necessary to understand what factors influence the decision-making of single adults. Duval et al. (1972) define self-consciousness as the extent to which an individual's attention is concentrated on him-or herself. Likewise, Fenigstein et al. (1975) describe it as the tendency to consistently and continuously focus one's attention on oneself. Others have defined self-consciousness as the effect of self-absorption on an individual's temperament (Cho and Kim 2000) and as an important variable in determining an individual's actions (Jung 2001; Lee 2008) . Fenigstein et al. (1975) identify two major types of self-consciousness: private and public. These measure two different dimensions and can function as independent scales (Chun 2004; Kang 2010) . Private self-consciousness is a focus on one's inner self, though one's inner thoughts, feelings, and motivations are not easily revealed (Cho and Kim 2000; Fenigstein et al. 1975) . Individuals with high private self-consciousness do not rely on external influences; instead, they are responsive to internal feelings and are accurately aware of themselves and their perceptions (Claeys 1984; Scheier 1980; Scheier and Carver 1977; Turner et al. 1981) . Public self-consciousness, meanwhile, is a focus on one's image as perceived by others: rather than valuing an individual's internal state, it places value on others' reactions (Buss 1980; Elliott 1984; Fenigstein et al. 1975 ). Individuals with high public self-consciousness are sensitive to how they are seen by others. This type of self-consciousness is particularly apparent in Asian cultures, where individuals are heavily influenced by groups. It is also more evident among women than among men (Cho and Son 2010; Jung 2012; Kim 2003a; Lee 2008) . Copland (1923) was the first to study information search, which he defined as the search for information based on consumers' motivations and knowledge. In other words, information search provides useful information about something of which one is not aware (Berlyne 1957; Engel et al. 1982) . Similarly, Song (1994) defines information search as the attempt to find alternatives and solve problems. Within purchasing behavior, this concept implies the attempt to gain knowledge through the external environment, including intentional efforts to reduce uncertainty (Lim et al. 2006) .
Self-consciousness and information search
Self-consciousness
Information search
Existing studies address two types of information search: internal and external. Internal searches are based on consumers' own memories of product information (Won 2012) . Consumers conduct external searches, meanwhile, when they have no prior knowledge and need information from outside sources. This is normally done when there is not enough information for an internal search. However, the increasing power of the Internet makes it difficult to differentiate between internal and external sources (Rha 2010 ). In addition, while consumers play an important role as information source providers, the boundaries between internal and external searches remain unclear, suggesting the need for more studies on this topic (Choi and Rha 2012) .
In this study, therefore, we differentiate the concept of information search into two types: introverted and extroverted. Introverted search means that a consumer's search is directed based on the ideas, memories, and reactions inside his or her head; introverted searchers are focused on their internal thoughts and prefer indirect contact (Chon 2016; Lee and Kwak 2017; The Myers-Briggs Foundation 2019) . During this type of search, information may come from consumers' memories (Won 2012) . The popularization of smartphones and the development of communication technology mean that individuals may also search for online sources based on their inner knowledge (Dolan and Moon 2000; Lim and Dubinsky 2004; Verhoef and Langerak 2001) . Such online searches are based in internal knowledge because they begin by recalling web pages, bookmarks, customized apps, and/or memos used in previous searches (Ho et al. 2016) . In other words, during their online information search, users reexperience and revisit a destination. Mobile searchers also store the images and information found during an online information search on their digital devices (Ho et al. 2016) . Therefore, Internet searches are related to memories and help the individual recall and retrieve data, thereby reducing memory overload (Kye and Kim 2005; Lee 1998 ). Because Internet searches are self-regulatory and autonomous, consumers' use of diverse information helps them accumulate knowledge, increases their selfconfidence and competence, and, eventually, increases their purchase performance (Kye and Kim 2005; Lee 1998 ). Webster et al. (1993) argue that consumers can control social interactions during virtual consumption, and the perception of this control gives them pleasure (Hoffman and Novak 1996) . In addition, consumers become more autonomous through Internet searches; they easily and quickly digest diverse information, which helps them make decisions for themselves (Chung 2003; Park 2011) .
In extroverted searches, on the other hand, consumers direct their search based on their involvement in events and activities outside of themselves with a focus on external changes and challenges and direct interpersonal relations (Chon 2016; The Myers-Briggs Foundation 2019) . During extroverted searches, the direction of finding information points to the outside; consumers may acquire information about actual products from offline stores, fashion DMs (direct mailings), and salespeople. The strength of an offline channel with physical stores, in addition to its ability to provide products, is its ability to contact consumers. All of the products offered through offline channels are available for immediate purchase, and the purchased products are immediately available to consumers (Lee et al. 2012 ). Polegato and Wall (1980) found that fashion leaders used more types of sources than their followers and frequently used exhibitions in storefronts and observation of clothes worn by other people in public places. In extroverted searches, consumers are dependent on external sources, and their self-regulation is relatively low. Such information searches have low perceived risk and high involvement, as they rely on outside sources for information (Lee and Pahng 2004; Rohm and Swaminathan 2004) . These searches are particularly common for high-profile or high-risk products, including fashion, for which consideration of purchase requires a large amount of information (Kim 2009 ).
The effects of self-consciousness on information search
Since self-consciousness drives individuals' behavior, there have been studies exploring its effect on clothing behavior (Chun 2004; Kim 1999; Shim and Koh 1997) . Individuals with high private self-consciousness are responsive to their internal feelings and accurately aware of themselves and their perceptions (Claeys 1984; Scheier 1980; Scheier and Carver 1977; Turner et al. 1981 ). They may seek information on their own instead of relying on others, since they are highly attentive to their inner feelings and opinions. During an introverted search, consumers autonomously search for self-regulated information. Therefore, individuals with high private consciousness may pursue an introverted information search by focusing on their internal memories and experiences as well as Internet searches. Individuals with high private self-consciousness seek autonomy and individuality (Cho and Myung 2001) . In addition, these individuals may engage in extroverted information searches, visiting physical stores to get information on fashion to increase their confidence and reach a more informed decision. There is a positive relationship between private self-consciousness and fashion innovativeness (Chun 2004) , meaning that these individuals trust their own fashion choices, adopt fashion trends early, and are more willing to search for information directly (Choi and Rhee 1987; Chun 2004) .
On the other hand, individuals with high public self-consciousness are more focused on what others think of them, causing them to look for information from extroverted sources (Chun 2004 ), but they are also sensitive to others' evaluations, leading them to seek information from introverted sources. Individuals with high public self-consciousness value interpersonal dependence and seek others' advice (Cho and Myung 2001; Chun 2004) , and there is a positive relationship between public self-consciousness and fashion conformity (Chun 2004) . Individuals with high public self-consciousness are sensitive about how they are seen by others and may search diverse information sources in an effort to relieve their social anxiety (Chun 2004; Shim and Koh 1997) .
On the basis of previous research, in this study, we propose that private and public selfconsciousness may be positively associated with introverted and extroverted searches. However, the relative importance of private self-consciousness and public self-consciousness may differ. Specifically, the association of private self-consciousness is likely to be stronger with introverted searches than with extroverted searches, while the association of public self-consciousness may be stronger with extroverted searches than with introverted searches.
Thus, this study suggests the following hypotheses:
H1 The positive association of private self-consciousness is stronger with introverted searches than with extroverted searches H2 The positive association of public self-consciousness is stronger with extroverted searches than with introverted searches
Information search and decision-making
Each individual is the main actor in his or her own life; everyone is free to make choices without external influences or interference (Wehmeyer 1992) . According to self-determination theory, each person is motivated to make decisions based on both intrinsic and extrinsic factors, depending on his or her behavioral control type. Deci and Ryan (2002) examine intrinsic and extrinsic motivations through the lens of selfdetermination and find that the degree of self-control may vary depending on the individual. Self-determination theory generally proposes a continuum between intrinsic and extrinsic motivation. Intrinsic motivation refers to people's internal interest in a rewarding activity and incorporates three basic needs: autonomy, relatedness, and competence (Paixao and Gamboa 2017) . Extrinsic motivation, meanwhile, examines the external influences on someone's performance of a task and includes different levels of regulation (Paixao and Gamboa 2017) . Individuals with higher intrinsic motivation control themselves well and are confident in their decision-making, which can be referred to as self-determination. Self-determination can also be understood as taking responsibility for oneself with minimal outside influence (Bambara et al. 1998 ). On the other hand, individuals with higher extrinsic motivation are more sensitive to external influences, leading to non-self-determination. These individuals will accept others' opinions and are sensitive to feedback. In other words, the more internally motivated an individual, the more self-determined, and the more externally motivated, the less self-determined (Kim and Oh 2001; Deci and Ryan 2000) .
As mentioned above, self-determination theory describes autonomy as essential to self-determination. Autonomy is the self-regulation of one's experiences and actions, and it is related to a sense of voluntariness (Ryan and Deci 2017 ). An introverted information search is a voluntary search, and consumers play an important role in governing and directing the process. Internal and Internet searches are self-regulatory and autonomous (Kye and Kim 2005; Lee 1998 ). Since autonomy is essential to self-determination, consumers' introverted searches result in self-determination (Duchesne et al. 2012; Guay 2005; Paixao and Gamboa 2017) .
On the other hand, during extroverted searches, consumers seek information from diverse outside sources such as offline stores or salespeople. During this type of search, consumers are usually dependent on external sources, and their self-regulation is relatively low. Such information searches have low perceived risk and high involvement, as they rely on outside sources for information (Lee and Pahng 2004; Rohm and Swaminathan 2004) . Since individuals with higher extrinsic motivation are more sensitive to external influences, leading to non-self-determination (Ryan and Deci 2017) , it is likely that extroverted searches have a positive effect on non-self-determination.
In addition, there may be possible relationships between introverted information search and non-self-determination and extroverted information search and self-determination. Some studies have found an ambiguous relationship between autonomy and self-determination (Vansteenkiste et al. 2004; Welters et al. 2014) . Others have found that extrinsic motivation can have a positive influence on self-determination when consumers perceive the benefits of externally regulated forces (Ryan and Deci 2017) . Intrinsic motivation is not the only key for self-determination; individuals can be selfdetermined under external influences, such as others' opinions (Kim 2012) .
Consumers begin an information search to satisfy their need to make a decision and purchase a product (Schiffman and Wisenblit 2018) . Fashion products carry high social and psychological risk; consumers search to reduce this risk. In addition, decision-making is affected by an individual's type of information search, as mentioned above. We propose that there may be positive associations between information search types and decision-making. However, the relative importance of introverted and extroverted information searches may differ. Specifically, there may be a stronger association of introverted searches with self-determination than with non-self-determination, while the association of extroverted searches may be stronger with non-self-determination than with self-determination. Therefore, this study suggests the following hypotheses:
H3 The positive association of introverted searches is stronger with self-determination than with non-self-determination H4 The positive association of extroverted searches is stronger with non-self-determination than with self-determination
Decision-making and post-purchase satisfaction
Consumers want satisfaction based on their evaluation of whether they have made the right decisions regarding their purchases (Kim 2003b ). Post-purchase satisfaction is based on a consumer's general subjective judgment regarding the quality of their decision-making (Park 1991) . The study of consumer satisfaction has developed rapidly since the 1960s, with various scholars defining the term differently (Kim 2003b) . Hunt (1977) , for example, describes satisfaction as a personal and subjective assessment of the various outcomes and experiences associated with a product's use or consumption, while Westbrook (1980) extends the definition to include both emotional and cognitive evaluations. The result is a consumer's expression of satisfaction or dissatisfaction according to their consumption experience and perceived outcome, which is affected by an individual's expectations and decision-making. In the case of clothing, consumers' satisfaction is especially complex (Choi et al. 2002) because purchases involve both physical and aesthetic aspects and are greatly affected by psychological and social factors.
Self-determination theory suggests that acting with autonomy leads to self-determination and that self-endorsed behaviors contribute to satisfaction in decision-making (Ryan and Deci 2017) . Self-determination is more likely to lead to a successful outcome and psychological well-being (Deci and Ryan 2000; Welters et al. 2014) , and self-determined individuals are confident with their decisions, leading to increased post-purchase satisfaction (Kim 2003b) . In other words, if single adults are self-determined in their decision-making, this should lead to satisfaction with the decision-making process.
Non-self-determination is related to extrinsic motivation and refers to decision-making behavior based on others' opinions and external influences (Kim 2012: Deci and Ryan 2000) . If individuals are non-self-determined, they are sensitive to others and to external influences and are less confident about their decisions (Deci and Ryan 2000 , Kim 2012 : Ryan and Deci 2017 . Non-self-determined individuals may gain post-purchase satisfaction because conforming to others provides them with an emotional buffer and reduces negative feelings (Yu and Sun 2013) . Since they can avoid the responsibility of making a choice by allowing others to make decisions on their behalf, they may feel comfortable and relieved, which suggests that decision-making under others' influence (Welters et al. 2014 ) and interpersonal relatedness (Ryan and Deci 2017) can also contribute to psychological well-being.
This study proposes that there may be positive associations of self-determination and non-self-determination with satisfaction. However, the association of satisfaction with self-determination is likely to be stronger than that with non-self-determination. Thus, this study includes the following hypothesis:
H5 The positive association of satisfaction with self-determination is stronger than that with non-self-determination
Methods
Sample and data collection
The subjects of this study were men and women aged 20-49 who were not legally married and were living alone. We used purposive sampling and collected data using an online survey distributed by a third-party company. The company sent random emails to 8943 people in the correct demographic group. A total of 745 responses were received. Of these, 28 were incomplete and were, therefore, discarded, leaving a total of 717 valid responses.
Measures and questionnaires
The questionnaire included two sections. The first contained questions measuring respondents' self-consciousness, information search tendencies, decision-making, and post-purchase satisfaction. All constructs were measured using a 5-point Likert scale with answers ranging from "1 = strongly disagree" to "5 = strongly agree". Questions on self-consciousness included 10 items measuring both private and public self-consciousness; items were modified from Moon (2004) and Chun (2004) . Information search tendencies were measured using nine items adopted from Ha (1999) , Jung (2008) , Lim (1998), and Nam (2014) . Decision-making was measured using eight items adopted from Kim et al. (2006) and Min (2008) .
The second section of the questionnaire contained demographic information, including gender, age, and education.
Data analysis
The collected data were analyzed using SPSS 18.0 and AMOS 18.0. Using SPSS 18.0, frequency analysis, exploratory factor analysis, and analysis of technical statistics were conducted. Using AMOS 18.0, confirmation factor analysis, validity and suitability of measurement model analysis, and structural equation model analysis were conducted. Table 1 provides an overview of respondents' demographic characteristics. Of the 717 respondents, 49.8% were male and 50.2% were female. Forty-two percent were between the ages of 20-29, 42.3% were between 30 and 39, and 15.7% were between 40 and 49.
Results
Respondent characteristics
In addition, 96.1% had never been married before, while 3.9% had previously been married. In terms of education, 55.1% were college graduates, 10.0% had a Master's or MBA degree, and 24.9% had some college education.
Estimation and validation
The results of verified confirmatory factor analysis for the entire measurement model showed an acceptable model fit (χ 2 df=303 = 973.27, p = 0.00, Normed χ 2 = 3.21, RMR = 0.04, RMSEA = 0.06, GFI = 0.90, AGFI = 0.88, IFI = 0.90, TLI = 0.88, CFI = 0.90).
To verify the centrality of the results, we first looked at the factor loading and significance: the standardized factor loading of all observed variables was 0.53-0.78, and the t-value was more than 10.81, satisfying the standard value. All CFA loadings were higher than 0.5, demonstrating convergent validity (Kline 2010; Woo 2012) . The average variance extract (AVE) of each construct was greater than 0.5 (Woo 2012) , except for extroverted information search and non-self-determination. The conceptual reliability of each construct was greater than 0.7. If the AVE is less than 0.5 but the composite reliability is higher than 0.6, the convergent validity of the construct is considered adequate (Fornell and Larcker 1981; Woo 2012) . The discriminant validity was also verified, as all AVEs More than US $50,000 96 13.4 Lee and Hwang Fash Text (2019) 6:32 were higher than the squared correlations between the constructs (Woo 2012) . Tables 2  and 3 show the discriminant and convergent validities.
Hypotheses test
Next, we used structural equation modeling to test the hypotheses. The results showed an acceptable model fit (χ 2 df=313 = 1120.19, p = 0.00, Normed χ 2 = 3.58, GFI = 0.89, AGFI = 0.87, IFI = 0.88, TLI = 0.86, CFI = 0.88 RMR = 0.05, RMSEA = 0.06) (Kline 2010) . The individual paths of the model are shown in Table 4 and Fig. 1 . Positive relationships were found for private self-consciousness with both introverted information searches (β = 0.58, p < 0.001) and extroverted information searches (β = 0.20, p < 0.01). The relationship between private self-consciousness and introverted information searches was stronger than that between private self-consciousness and extroverted information searches (0.58 > 0.20), supporting H1. In addition, positive relationships of public self-consciousness were also shown with both introverted information searches (β = 0.25, p < 0.001) and extroverted information searches (β = 0.29, p < 0.001). The relationship between public self-consciousness and extroverted information searches was stronger than that between public self-consciousness and introverted information searches, although the difference of the standard coefficient values was marginal. Thus, H2 was supported.
When it comes to the relationships between information searches and decision-making, introverted information searches had a positive relationship with self-determination (β = 0.66, p < 0.001), and extroverted information searches had a positive relationship with non-self-determination (β = 0.58, p < 0.001). The relationship between introverted information searches and non-self-determination was not significant, and there was no significant relationship between extroverted information searches and self-determination. Since the results showed that the relationship between introverted searches and self-determination was stronger than that between introverted searches and non-selfdetermination, H3 was supported. In addition, the relationship was stronger between extroverted searches and non-self-determination than between extroverted searches and self-determination; H4 was thus supported. Finally, positive relationships were reported between post-purchase satisfaction and both self-determination (β = 0.66, p < 0.001) and non-self-determination (β = 0.22, p < 0.001). There was a stronger relationship between satisfaction and self-determination than between satisfaction and non-self-determination. Thus, H5 was supported.
Discussion
This study investigates the decision-making of single Korean adults with regard to fashion consumer behavior. The rise of "Generation Maybe" (Oliver 2014) makes exploring single people's decision-making and the factors affecting this process vital. To this end, this study investigates the relationships between self-consciousness, information search tendencies, decision-making, and post-purchase satisfaction for fashion purchases in single-person households.
Since clothing and fashion choices are closely related to consumers' sense of self (Chun 2004) , information search in fashion is highly influenced by various personal dimensions, especially private and public self-consciousness. Since fashion items carry social and psychological risk (Kim 2002) , consumers with high private or public self-consciousness rely on diverse fashion sources. However, few studies have focused on the relationship between self-consciousness and fashion information search. This study attempts to fill that gap by using Schiffman and Wisenblit's (2018) consumer decision-making model, which addresses the influence of psychological factors on the decision-making process.
The results show that the positive relationship between private self-consciousness and introverted information searches is stronger than that between private selfconsciousness and extroverted information searches. Individuals with high private self-consciousness have a consistent attitude and behavior in social situations and accurate knowledge of themselves. Therefore, they are more confident in their own evaluations and less likely to rely on outside information (Claeys 1984; Scheier 1980; Turner et al. 1981) . Individuals with high private consciousness pursue introverted information searches by focusing on their internal memories and experiences, as well as Internet searches, preferring self-regulation and self-direction (Chung 2003; Ho et al. 2016; Kye and Kim 2005) . Individuals with high private self-consciousness need self-control and self-confidence, and they adopt fashion products early and pursue their own individuality (Cho and Myung 2001; Chun 2004) . To attract these consumers, online marketers should provide information that is as detailed as possible so that consumers can control and self-regulate the information they receive. It is also important to provide these consumers with accurate information they can trust. To this end, online marketers must provide professional, trustworthy, and updated information about fashion that consumers can self-direct, accumulate, and store as inner knowledge. Since this group values individuality and uniqueness (Cho and Myung 2001; Chun 2004) , they may be attracted by more unique and creative fashion items. Additionally, since these consumers tend to rely on their own stored memories and the Internet (Chung 2003; Ho et al. 2016) , search tools that allow them to see their private search history, for example, may help them recall their own behavior and make confident choices. In addition, developing easier and more independent search methods will help encourage these consumers. For example, search engine optimization can maximize the likelihood of companies appearing in searchers, a useful tool for driving consumers' self-regulated searching (Solomon 2018) . To target consumers with high levels of private self-consciousness, marketers should respect their thoughts and opinions and provide useful and diverse information so that the consumers can control and regulate their decisions. Persuasion or coercion will not work for this type of consumer.
The results also show that public self-consciousness has a marginally stronger positive relationship with extroverted information searches than with introverted searches. Individuals with high public self-consciousness are sensitive to extroverted influences, that is, others' opinions (Jung 2012; Lee 2008) . For these consumers, traditional fashion retailers and marketing strategies are important ways to solicit others' opinions. Offline stores advertising trendy fashion products may appeal to this group, as will knowledgeable salespeople. DMs and flyers are other good sources of extroverted information. In addition, online sources may serve as introverted information searches that allow these consumers to solicit others' opinions and reactions. To this end, influencer marketing using social networking services and others' reviews may be effective marketing strategies. To target consumers with high public self-consciousness, marketers need to provide advice or support, such as through interpersonal communications.
Introverted information searches also had a positive relationship with self-determination, while extroverted information searches were significantly related only to nonself-determination. This finding suggests that different types of information effect decision-making behavior in different ways. However, there have been almost no studies dealing with consumer information search and self-determination in decision-making. According to self-determination theory, individuals with higher intrinsic motivation control themselves well and are confident in their decisions. As individuals increase their introverted searching, higher intrinsic motivation can lead to self-determination (Cooke et al. 2016; Lee and Chung 2015; Lee et al. 2018; Ryan and Deci 2017) . Introverted information search is voluntary, and consumers govern and direct the process. Because it is self-regulatory and autonomous in nature, consumers' use of diverse information accumulates knowledge, increases self-confidence and competence, and eventually increases purchase performance (Kye and Kim 2005; Lee 1998 ).
Our findings support those of previous studies showing that autonomy has a positive impact on self-determination (Duchesne et al. 2012; Guay 2005; Paixao and Gamboa 2017) . People who use introverted information searches are autonomously looking for information based on their experience; they are confident regarding the product they want to purchase and make decisions quickly and easily. Online retailers must provide accurate information to make this decision-making easier. On the other hand, higher extrinsic motivation leads to non-self-determination; these consumers are more sensitive to external influences. Individuals who are heavily engaged in external information search may have lower self-control and become more dependent on outside information (Kim 2009; Rohm and Swaminathan 2004) . Since individuals with higher extrinsic motivation are more sensitive to external influences, leading to non-self-determination (Ryan and Deci 2017) , various aspects of traditional retailers, especially trained salespeople, can provide diverse input into decision-making.
Other studies find that the effects of intrinsic and extrinsic motivations on self-determination are ambiguous (Kim 2012; Ryan and Deci 2017; Vansteenkiste et al. 2004; Welters et al. 2014 ). On the basis of these findings, this study proposed possible relationships between introverted searches and non-self-determination and between extroverted searches and self-determination. However, the results showed no significant relationships between either. This finding supports the influence of autonomy on self-determination (Deci and Ryan 2000; Ryan and Deci 2017) .
Finally, the positive relationship between satisfaction and self-determination is stronger than that between satisfaction and non-self-determination. In other words, self-determination in decision-making is a very important factor in consumers' postpurchase satisfaction. There has been a recent increase in the number of individuals who value their own feelings, which may increase the importance of self-determination. In addition, single people in particular have a clear sense of their own personal opinions. Marketers must provide strategies to enable consumers' decision-making. Providing customized and unbiased online information may be one possible tool. Additionally, offline stores should provide diverse experiences to enable consumers' decision-making. Despite the stronger relationship between self-determination and satisfaction, there also exists a positive relationship between non-self-determination and satisfaction. Turner (1991) argues that individuals are influenced by their own societies, groups, and others because they are social beings. Koreans traditionally value others' evaluation, and they are concerned about how they are seen by others (Cho and Myung 2001; Chun 2004) . The findings of this study demonstrate that this interdependence is reflected in the decision-making of single Korean consumers.
Conclusion and limitations
This study identifies the important factors affecting the decision-making processes of single Korean adults and determines that self-consciousness and information search have significant impacts on fashion consumerism. In addition, decision-making can affect post-purchase satisfaction. Our findings are vital to Korean fashion marketers, since there have been very few studies on single consumers' decision-making processes, especially within fashion.
Despite the study's important findings, this research remains in the exploratory stage, and future research is necessary to expand and strengthen our findings. This study's measurements are based on those of previous studies; yet relatively few focus on selfdetermination in the decision-making process. This limitation must be addressed in future studies, and alternative measuring methods should be found. Future studies should also address information search: with the increasing power of the Internet as an information tool (Solomon 2018) , the boundaries between types of information search have become unclear (Choi and Rha 2012; Rha 2010) . While this study differentiates fashion information search into introverted and extroverted types, few recent studies have offered a formalized understanding of the dimensions of information search. Since this study relies on several other studies to get data on information search items that are as diverse as possible, it may have less convergent validity. Finally, respondents in this study were all between their 20 s and 40 s. Older consumers aged 50 and over may have a different decision-making style. Furthermore, greater segmentation of single consumers is needed: all single adults may not act alike. Future research should consider more diverse consumer groups.
